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lsrae} f 7 ^ 3 dti2en 0f ^ «» at 44 Sold St, Ramat Hasharon 

Israel, hereby declare as follows: ^ wn ' 

Jen*,,*!, J reCeiV " 1 " to ^ ^ **» «- Hebrew University h, 

. «. year 198(W . , w „. ^ ^ ^ 

Z^T^"^^" 0 ^^^'* My professional 
~ • ~ - * -naming director for Markehog s^gic ^ ^ 

» T£ s, ,0a, Israei, anotherposition as asenior^rer for 

Of 1 Ha_ St, Netany,. Israe,. and another position as a suest ssnior lecftra for ^ 
university, Oivat Shmuel, Israel of Givat Shmual, Israel. 

2- I am the inventor of the above-identified application. 

3. I am thoroughly familiar with the contents of the application and I understand the 
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claims currently pending in the application. 

4. I have conducted, or have had conducted under my supervision and direction, certain 
researches addressing the effectiveness of the method claimed in the application. 

5. Attached hereto as Exhibit A and explained herein are the abbreviated reports for the 
researches. English translations of the abbreviated research reports are provided in attached Exhibit 
B. References to the abbreviated research reports will be made herein below to Exhibit B. 

6. The abbreviated research report for Project A (Exhibit B, pages 1-3) shows a 
significant increase (60-100%) in success rate when a telemarketing center used the method 
claimed in the instant application in its marketing campaign to sell a teen magazine. In particular, 
Project A included the following steps: 

6. a. Emotional orientation information was obtained from potential consumers based on 
their immediate individual emotional responses to a questionnaire (Exhibit B, page 2). This step 
corresponds to step (a) of claim 1 of the instant application. 

6. b. The consumers' responses were used to classify the potential consumers into 
twenty seven categories (Exhibit B, page 1, lines 17-19 from bottom) based on the values (High, 
Medium, and Low) of their emotional orientations, i.e., S (Survival), H (Homeostasis or 
Relaxation) and G (growth) (Exhibit B, page 1, lines 20-22 from bottom). This step corresponds 
to steps (b>(d) of claim 1 of the instant application. 

6. c. Twenty seven different sale approaches were developed respectively for the above- 
mentioned twenty seven categories or profiles (Exhibit B, page 1, lines 15-16 from bottom). 
Examples of some of the sale approaches are provided in Exhibit B, page 3. This step corresponds 
to step (e) of claim 1 of the instant application. 

6. d. Each of the potential consumers was then approached by a sales representative 
armed with the sales approaches developed specifically for the consumer's profile (Exhibit B, page 
1, lines 12-16 from bottom). This step corresponds to step (f) of claim 1 of the instant application. 
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6, e. The inventive method used in Project A provided an exceptionally good result (1 6% 
success rate) compared to the conventional marketing methods (8-10 % success race) (Exhibit B 9 
page 1, lines 6-7 and 12-14 from bottom). This was a 60-1 00% increase in success rate. 

6. f. The success rate was farther improved (1 9%, Exhibit 2>\ page 1 , lines 8-1 ] ) when the 
consumer segment identified as the "hopeless group" was excluded from the marketing campaign, 

6. g. Based on the greatly improved marketing success rate (a 60-100% increase over the 
conventional method), Project A was considered a commercial success. 

7. The abbreviated research report for Project B (Exhibit B 7 pages 4-6) shows a 
significant increase (144%) in success rate when a telemarketing center used the method claimed 
in the instant application in its marketing campaign to sell software. In particular, Project B 
included the following steps: 

7. a. Unlike Project A where consumers' responses to a questionnaire were used to 
determine their emotional profiles, Project B analyzed consumer's voice in the classification step 
(Exhibit B, page 4, lines 1-15). This step corresponds to step (a) of claim 1 of the instant 
application. 

7. b. The potential consumers were again classified based on their emotional 
orientations G, H and S into multiple categories in a manner similar to Project A. This step 
corresponds to steps (b>(d) of claim 1 of the instant application. 

7. c. Different sale approaches were developed respectively for the categories or profiles 
in a manner similar to Project A. An exemplary one of the developed marketing guidelines is 
provided in Exhibit B 9 page 4 line 27 through page 6. This step corresponds to steps (e) of claim 1 
of the instant application. 

7. d. About three quarters (42 people) of the classified consumers were then 
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approached by sales representatives armed with the marketing guidelines developed specifically 
to match their profiles (Exhibit B 9 page 4, lines 20-22). This step corresponds u> steps (f) of claim 
1 of the instant application. The remaining one quarter (15 people) of the classified consumers 
were approached by sales representatives using usual sales methods (Exhibit B, page 4, lines 22- 
24). 

7. e. The inventive method used in Project B provided an exceptionally good result (66% 
success rate for the 42-peopIe group) compared to the conventional marketing method (27% 
success rate for the 15-people group) (Exhibit page 4, lines 24-26). This was a 1 44% increase 
in success rate. 

7. £ Based on the greatly improved marketing success rate (a 144% increase over the 
conventional method), Project B was considered a commercial success. 

8. The abbreviated research report for Project C (Exhibit B, pages 7-10) shows a 
unprecedented success when the inventive method was used to conduct a market survey and 
develop a specifically designed new product marketing campaign successfully targeting a 
specific segment of consumers based on the market survey. The market was defined as a 
saturated one. In particular, Project C included the following steps: 

8. a. The potential consumers were again classified based on their emotional 
orientations G, H and S into multiple categories in a market survey. The results of the market 
survey is provided in Exhibit B, pages 8-10. This step corresponds to steps (a)-(d) of claim 1 of the 
instant application. 

8. b. The market survey was then analyzed to identify the consumer segment (high S4 G" 
consumers) that, if properly targeted, would be most likely to buy or try or switch to the new 
product (Exhibit B> page 7, lines 1 0-2 1 and pages 8-1 0). 

8. c. A specific marketing strategy was then developed for the high "G" consumer 
segment (Exhibit B, page 7, lines 29-35). This step corresponds to step (e) of claim 1 of the instant 
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application. It should be noted that, unlike Projects A and B where multiple marketing guidelines 
each corresponding to one of the classified emotion*! profi.es were developed, only one 
marketing guideline was developed in Project C for one specific profile or consumer segment, 
i.e., high "G" consumers. 

8. d. The high «G" consumers were then approached by sales representatives armed 
with the specifically developed marketing strategy. This step corresponds to steps (f> of claim 1 of 
the instant application. 

8. e. The inventive method used in Project C provided an exceptionally good result of 
the attainment of 1 0% market share after only one month (JEddbit B % page 7, lines 36-38). 

8-f Although no comparative data was available, the result was indeed a 
unprecedented success. 

9. On the basis of the above, the following conclusion is drawn the inventive method 
used in Projects A, B and C consistently provided exceptionally good results compared to the 
conventional marketing methods, and hence, Projects A, B and C m evidence of commercial 
success of the inventive method. 

10. I hereby declare that all statements made herein of my own knowledge are true and 
all statements made on information and belief are believed to be true; and further, that these 
statements were made with the knowledge that willful false statements and the like so made are 
punishable by fine or imprisonment, or both, under Section 1001 of Title 18 of United States Code 
and that such willful false statement may jeopardize the validity of the application or any parents 
issuing thereon. 
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Marketing Guidelines to Various EM Segmentations 

High G High S High H 

- Marketing that combines the cognitive as well as the 
emotional spheres. Creating curiosity but not mystery. 
Addressing the intellectual curiosity pun. Not hiding things. 
Not shaking the earth with the facts and words chosen. 
Addressing the person specifically while basing the 
background on the general. The changes are to be slow and 
growing. Shifts are of great interest but something eternal is 
always there 

High G High S Medium H 

- A very similar manner of marketing though less conservative. 
The changes can be more authentic though not too fast 

High G Medium S Medium H 

- Marketing that turns to the fulfilling the curiosity pun as well 
as the urge to try new things. A personal and straight forward 
approach that intrigues and thrills. An intellectual marketing 
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manner that talks of a possibility - though not a promise, of 
great success 

High G Low S Low H 

- Marketing that revolves around idea novelty and progress. 
The mode chosen should emphasize every new and curious 
idea. It can include mystery as well as intellect and be both 
intriguing and inquisitive 

Medium G Low S Medium H 

- A marketing method that requires very little activity on the 
clients' part but does enable them a possibility to gamble in 
order to succeed. Marketing that is based on a high 
possibility -though not a promise, of success 

Low G Low S Medium H 

- A marketing mode that is based on the known, familiar and 
regular. No "going out of the ordinary". The product offered 
should better - but not replace, what is known to them and 
used. The clients' should not have to give up what they have 
already chosen. The known can be bettered while giving the 
client's a bit of personal initiative 
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Examples of Applications for EM Methodology 

Project A - Improvement of telemarketing capabilities for 
subscription sale of a teens magazine 

Abstract 

A telemarketing center was selling subscriptions for a teen magazine on a 
regular basis. They had an average success rate of 8% and when very 
successful, they reached 10% but not beyond. 

We ran a pilot research project at this telemarketing center, using the 
"Emotional Marketing" methodology. To that end, 60 people, parents of 
children aged 4-12, were polled using a questionnaire. This type- 
characterizing questionnaire was based on the three EM parameters, namely: 

SURVIVAL -S 

HOMEOSTASIS -H 

GROWTH -G 

Each person was characterized at one of three levels on each one of the 
parameters (high, medium and low). Consequently, every participant was 
assigned a matching category out of the 27 possible combinations. 

At this stage the telemarketing center received guidelines for 27 different 
sales approaches, each matching one of the 27 profiles. 

The consequent telemarketing campaign reached a 16% success rate, double 
than the previous average rate and 60% higher than the maximum rate up to 
then. 

After deducting the people in the research group who had been defined with 
"low G level" profiles (i.e. introverted, depressive and lacking motivation for 
development and growth), to whom no sales efforts were directed at all, a 
success rate of 19% was attained. 

Summary: 

The EM methodology not only enables a significant increase of success rates; 
it also points out the in advance the "hopeless cases", who can be filtered out, 
reducing futile sales efforts. 

Appendix: 

1 . Examples of the characterizing questionnaire for this study. 

2. Examples of the sales guidelines adjusted to the customer profiles. 
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EM Questionnaire 

Following are several sentences. Please indicate to which extent they are true 
for you: 

My ideal vacation is at a peaceful place, where I can feel relaxed and safe. 

1 2 3 4 5 6 

I entirety disagree I disagree I dont agree I quite agree I agree I absolutely agree 

There are many people who wish to harm me (financially, verbally, physically) 

1 2 3 4 5 6 

I entirely disagree (disagree I dont agree I quite agree I agree I absolutely agree 

I like to experience unfamiliar things (food, holiday destinations, people etc.) 

1 2 3 4 5 6 

I entirely disagree I disagree I dont agree I quite agree I agree I absolutely agree 

I would be happy to work at the same place and do the same job for years. 

1 2 3 4 5 6 

I entirely disagree (disagree I dont agree I quite agree I agree I absolutely agree 

My ideal vacation is at a quiet place with very few people around. 

1 2 3 4 5 6 

I entirely disagree I disagree I donl agree I quite agree I agree I absolutely agree 

I would never want to stop working, because interest in work is a very 
important part of my life. 

1 2 3 4 5 6 

I entirely disagree I disagree I dont agree I quite agree I agree I absolutely agree 
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Marketing Guidelines to Various EM Segmentations 
High G High S High H 

- Marketing that combines the cognitive as well as the emotional 
spheres. Creating curiosity but not mystery. Addressing the 
intellectual curiosity pun. Not hiding things. Not shaking the earth 
with the facts and words chosen. Addressing the person 
specifically while basing the background on the general. The 
changes are to be slow and growing. Shifts are of great interest 
but something eternal is always there 

High G High S Medium H 

- A very similar manner of marketing though less conservative. The 
changes can be more authentic though not too fast 

High G Medium S Medium H 

- Marketing that turns to the fulfilling the curiosity pun as well as the 
urge to try new things. A personal and straightforward approach 
that intrigues and thrills. An intellectual marketing manner that 
talks of a possibility - though not a promise, of great success 

High G Low S Low H 

- Marketing that revolves around idea novelty and progress. The 
mode chosen should emphasize every new and curious idea. It 
can include mystery as well as intellect and be both intriguing and 
inquisitive 

Medium G Low S Medium H 

- A marketing method that requires very little activity on the clients' 
part but does enable them a possibility to gamble in order to 
succeed. Marketing that is based on a high possibility - though 
not a promise, of success 

Low G Low S Medium H 

- A marketing mode that is based on the known, familiar and 
regular. No "going out of the ordinary". The product offered 
should better - but not replace, what is known to them and used. 
The clients should not have to give up what they have already 
chosen. The known can be bettered while giving the client's a bit 
of personal initiative 
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Project B - Software Marketing by Telemarketing Center 
Abstract 

A certain business service center normally receives inquiries from people, 
representing different business organizations. Those calls are always 
recorded on tape. 

Voice is a spontaneous form of action and reaction. In each call, 30 seconds 
of the conversation were analyzed, measuring the average volumes on each 
and every frequency. The maximum volumes on each frequency as well as 
the rates of change were calculated. 

Based on these data, the spontaneous-emotional parameter rates (G, H, S) 
were calculated for every person. Each parameter had 3 possible levels: high, 
average and low). Consequently the emotional profiles of 57 people were 
determined. For example, a person using a wide spectrum of voice^ 
frequencies indicates a high "G". Frequent and extreme fluctuations might 
point to a very low "H". 

At a later point, a different department, responsible for marketing to private 
clients, tried to market home use software to those same people. 
Within the test group, the sales person received 42 emotional profiles (in 
terms of S, H, G). The control group consisted of 15 people about whom no 
information was given at all. The sales person was instructed to approach the 
42 people according to specific guidelines, which were matched to each 
profile. No instructions were provided for the 1 5 members of the control group 
and the sales person used his usual sales methods, 

The results of the control group (27%) were within the customary sales rates. 
However, the results for the people who had been characterized according to 
their voice reached 66% - 2.44 times more than the control group rates. 

Appendix: Example of Guidelines to Various EM Segmentations 

GH People (High G, Medium H, Medium to low S) 

Main characteristics: To advance but not at all costs. Being calm is part of 

the development. Moderation. 

Behavioral traits: This segment is characterized by innovativeness - 
especially in relation to ideas. Those are people who reach far, out of calm 
and sensible thinking. They are rational and calculated, tend to analyze and 
understand things in depth. They don't cut corners, especially in matters that 
deeply concern them, such as education, career, close family, friends. They 
are friendly, culture loving people, who are likely to lend an attentive ear to 
their friends, and are influenced by the latter. They are usually willing to help 
when they think someone deserves it. They have a fine sense of humor, are 
witty and perceptive. They enjoy the calm that leads to excitement, adopt new 
products quickly if they find a rational justification for buying them, but they do 
not develop trends of their own. They influence their environment by being 
reasonable, not emotional. They believe in conventional medicine but enjoy 
the occasional alternative treatment. They reject only things that go against 
their logic. Those are relatively self controlled people, who keep certain things 
to themselves. They have a relatively high level of loyalty. 
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Marketing Communications: 

Relevant Messages: 

Rational explanations 

Emphasis on clear benefits 

Emphasis on scientific aspects 

New and effective 

Emphasis on personal development 

Emphasis on moderate and healthy lifestyle 

Use of humor 

Good words 

Happiness 
Smart 
Excellent 
Joy 

Intelligent 
Solution 
Being informed 
Innovation 

Bad words 

Harsh words 
Arrogance 

Words denoting lack of culture 

Attractive colors 

Turquoise 

Red-pink 

Purple 

Orange 

Light green 

Light blue 

Gold 

Example of Concerns 

Too revolutionary 
Shooting from the hip 
Financial burdens 

Important Issues 

Innovation x 
^Consulting 
Time to think 
Examples of success 
Peace of mind 
Professionalism 
Information 
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Marketing methods 

1 . Influence from friends and detailed written information, including 
examples, are of uttermost importance. 

2. Humorous advertisements. 
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Project C - A survey before defining an advertising 
strategy for the launch of a new multivitamin 
Abstract 

Preceding the launch of a new natural dietary supplement (a multivitamin, 

complemented by some amino acids and ginseng), the possible advertising 

strategies were examined. From the outset, the market was defined as 

saturated, dominated by an existing multivitamin. This product was being 

used by 48% of the heavy to medium vitamin consumers, who were found to 

be very loyal. 80% of them almost always used the same brand. 

The research was expected to identify the characteristics of a market segment 

that would be willing to try a multivitamin for the first time or who would be 

willing to switch to a new product. 

The research found, among other things, that 

1 . High "G" people are mainly light users and their section among the 
heavy users is very small. 

2. The higher the "H" (increasing conservativeness), the lower the 
consumption of multivitamins. 

3. People with high "S" are very apprehensive about using multivitamins. 

4. It was found that there are 44% of high "G" people in the population. 
Therefore it was decided to implement a strategy to attract that 
segment. 

A second research examined several options for attracting a high "G" 
audience: 

1 . A pill for preventing health problems 

2. A pill to balance the body 

3. A pill for preventing fatigue. 

4. A pill that includes vitamins, minerals and ginseng 

5. Multivitamins that provide energy 

The research assumption was that the preferable approach would be option 3 
(prevention of fatigue), which was originally designed to match high "G" 
people. It was found that due to the high concentration of high "G" people in 
the population (44%), this was indeed the most appropriate approach, leading 
to a high 41% willingness to try the product. 
Based on this model an advertising strategy was built, featuring the 
"prevention of fatigue". 

Results 

Within a month 10% of the market was attained. This was an unprecedented 
success rate in this saturated and high-loyalty market. 
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Appendix: Distribution of multivitamin consumers according 
to the EM modei 

1 . "G" characteristic of the population - Strive for growth, achievements and 
innovations. 

a. High "G" people 

The percentage of non-vitamin consumers (45.5) is similar to their 
segment of the population (44.1%). But when examining the level of 
consumption it appeared that there was a 59% proportion of high "G" 
people among the light vitamin consumers, a medium level (42.5%) 
among the medium users and a low proportion (31%) among the heavy 
consumers. 

In other words, the readiness to consume is similar to that in the 
general population, but the consumption in fact is much lower. This is a 
significant fact, since high "G" people are usually "change and 
innovation leaders". It is also interesting to note that high "G" is more 
typical of people over 55, which coincides with an increased 
consumption of vitamins at over 55. 

b. Medium "G" people 

There are about 45% of medium "G" people in the population. Their 
level of vitamin consumption reveals a phenomenon opposite to that of 
the high "G" people. 

The proportion of medium "G" people among the light consumers was 
32%, among medium and heavy consumers they made up about 52%. 

c. Low "G" people 

They make up about 11% of the population. Their proportion among 
the non-vitamin consumers is similar. However their part within the 
heavy users section (15%) is higher than their proportion in the 
population (11%). 

d. Our findings indicate that the more ambitious people (and the younger 
at heart) tend less to heavy and medium vitamin consumption. 



52522 prim, 11 *?3in 
03 - 6 1 223 1 3 :0ps 03 - 6 1 223 1 0 ,l 70 
e-mail: m-s-r@zahav.net.il 



a"y3 ^tpw npnai mpiopx n.p.a 



2. "H" characteristic of the population - Strive for balance, integration and 
homeostasis - conservative people. 

a. High "H" people (highly conservative, peace seeking). 
They make up 33.3% of the population. 

In terms of vitamin consumption they were especially prominent at the 
two extremities -84% of the non-users and 11% of the heavy users. 
They are very loyal to their end. Short term consumption - several 
days, weeks or months - was very rare in this group (only about 5%). 

b. Medium "H" people - 49% of the population 

Their proportion of the users is a bit higher than their part of the 
population. They make up most of the medium and light consumers 
(about 60%). The heavy users make up about 12% of this segment, 
similar to the average proportion in the population. 

c. Low "H" people - those people have "ants in their pants". They make 
up 18% of the population and 23% of the consumers (similar to the 
average in the population). Their part among the light users is 
noticeably small. They tend to be medium to heavy vitamin consumers. 

d. Conclusion: the more conservative the person, the less they 
consume vitamins. 

3. "S" characteristic of the population - (survival, fight or flight) 

a. High "S" people 

They make up 19% of the population. Their distribution in terms of 
vitamin consumption is similar to the general population, with a slight 
tendency to light consumption. 

b. Medium "S" people - 53% of the population 

Their part among the light users is noticeably high (65%), with a lower 
proportion of the heavy users (41%). 

c. Low-S"- 

They are 28% of the population and that is also their proportion among 
the non-consumers. Their proportion in the light users segment is very 
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small and it increases together with the level of consumption. They are 
40% of the heavy users and 35% of the light users. 
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Previous Functions 



IDF, Air Force: Operations Research. 
Contahal Software House: Vice President 

In charge of international marketing of Israeli technologies, and Chief 
Scientist at Eisenberg group (an international trade group); main activities 
included international cooperation projects of telecommunications, 
electronics and software. 

Senior lecturer on Operations Research in the departments of Business 
Management and Operations Research, at the Hebrew University of 
Jerusalem, Tel-Aviv University ,Bar-Ilan University and Netanya Academic 
College. 



MSR- Marketing Strategy Research Ltd. 

MSR - Marketing Strategy Research Ltd. Deals with marketing research 
training and consultation. The company is owned by Dr. Yoram Levanon. 

The MSR company specializes in the development of marketing plans in the 
fields of consumers* and Hi-Tech products. The company activities are 
specially focused on marketing planning for innovative products and 
services intended for penetration into the Israeli and international markets. 

The company staff is responsible, inter alia, for the development of the 
Export Encouragement Policy of Israel's Ministry of Industry and 
Commerce. 

MSR has authored the unique development of a number of methodologies in 
the field of marketing, which are nowadays implemented in numerous 
Israeli corporations. 
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